Advertising literacy has been a topic of discussion for decades long and up till today, the subject is still debated on. In fact, the dimensions of advertising literacy have evolved along with its many factors and varied key terms. Thus, this study was conducted to identify the key dimensions intact with advertising literacy through the use of factor analysis with the objective of measuring the reliability and validity of the dimensions present in advertising literacy. A survey was conducted at three locations of the Public's Housing Program (PHP) in Kuala Lumpur to accumulate the response of this study. The use of the Exploratory Factor Analysis (EFA) with varimax rotation revealed that there are four factors which determines the advertising literacy index. Initially, a factor analysis on the 4 dimensions with 41 items was done and this showed that the numbers of dimensions are retained, yet, only 22 items could be measured. The results of this analysis contributed to the study by determining the reliability and validity of the four dimensions of advertising literacy; informational, visual, rhetorical and promotional literacy is applicable to other studies. In addition to this, it develops awareness towards the people in the advertising industry mainly the advertisers on how to maximise their advertising strategy by understanding the targeted audience intended in a deeper sense.
INTRODUCTION
Today's world is filled with pieces of information of cutting-edge technology from the business world to the consumer world. The period which we live in today; commonly known as the "Knowledge Age", involves advertising as the new power of media providing countless information as an economic-growth engine (Bughin & Spittaels, 2012) . The growth of the advertising industry with new businesses and concepts is expanding rapidly, which proves the significance of the industry. All segments of population can be reached by exploiting the power of media which include television, newspapers, magazines (or other printed material) and Internet to distribute various messages (Eng May Chuen et al., 2016) . Thus, advertising literacy is a needed skill in our society today as the lives of consumers are flooded with incalculable marketing and advertising messages. The skill to identify, understand, evaluate and respond towards all the information available is necessary (Malmelin, 2010) . For example, advertisements on health will be processed by the consumers Hence, four (4) dimensions with a total of forty-one (41) items were constructed. The instrument was implemented with the use of the Five-Point Likert scale, which is also referred to as a method used in attitude scale (Salkind, 2012) in allowing participants to express how much they agree or disagree (Sekaran & Bougie, 2010) with the statements provided. The independence type, the agreement type, and the frequency type (Fabrigar & Wood, 2007; Lee, 2015) are the three types of measurement scales implemented. The scale that was used in this section were measured based on the following values of 1-strongly disagree, 2-disagee, 3-not sure, 4-agree and 5-strongly agree. Table 2 , the KMO for the four sections are more than 0.60, indicating that the items are factorable while the Bartlett's test conducted was significant with the significance value of less than 0.005. For this study, the findings determined that all the items measured correlated highly to provide a reasonable basis for a factor analysis. The anti-image correlation mix procedure was conducted in this study to help identify incompatible items which do not correlate with any of the factors. The data can be identified in a diagonal view "Sampling adequacy of individual items", and values less than 0.5. Due to this, the corresponding item is advised to be removed from the instrument. Based on Table 3 and Table 4 , the results of the anti-image are viewed diagonally, with values of more than 0.5 indicating that the items are suitable for use. Items with the value of below than 0.5, represents that the items need to be examined further and will likely be unsuitable for measurement. Thus, for informational and visual literacy dimensions, there were four (4) items (Item number 6, Item 13, Item 18, and Item 20) identified below the value of 0.5, and were reported as unsuitable items. The results shown in Table 5 and Table 6 indicate that for the dimension of Rhetorical Literacy, there were three (3) items (Item 24, Item 25 and Item 26) reported to be unsuitable with the value of below 0.5. All the other values fit the item measurement accordingly and should be included in factor analysis. In addition, scree plots display the eigenvalues for each factor in a plot form on the y-axis and the number of factors on the x-axis. The scree plot suggests how many factors should be retained due to the way the slope levels showed promise and the other items were less than 1.0. The numbers of factors (components) revealed from the factor analysis could be confirmed further by looking at the comparison of the actual eigenvalues from the Principal Component Analysis (PCA) and the Criterion Value from the Parallel Analysis (Monte Carlo) as shown in Table 7 .
Once the factors are accepted based on the eigenvalue of more than 1.0, the factors are analysed accordingly. Table 8, Table 9, Table 10 and Table 11 represent each dimension and revealed the results of the factor analysis that were tested to measure the suitability of the four (4) dimensions constructed. Table 8 shows the results of the factor analysis of the first dimension (informational literacy). The factor analysis (rotated component matrix) discovered that the items were sorted from the highest loading (item 9) "I seek more information from different perspectives before evaluating the product or services" from factor 1 with a loading of 0.831 to the lowest loading (item 11)" I discuss the information on social media before making any purchasing decisions" with loading of 0.559. For factor 2, the highest loading of 0.888 is item 1 "The information is accurate" and the lowest is item 2 "The information is sufficient with the loading of 0.837. Even though two (2) factors were revealed with the eigenvalues of more than 1, factor 2 needs to be removed as the items from the questionnaire bring the same meaning and multiple questions measures the same factor. For instance, the phrases "The information is accurate", "The information is relevant" and "The information is sufficient". The items were re-arranged accordingly where the same meaning was conveyed and hence, only one (1) factor (component) was maintained with six (6) items. According to Lai Oso (2014) , media literacy help consumers to filter the information from various media sources. For the second dimension (Visual Literacy), the results of the analysis is shown in Table 9 . Visual literacy was sorted into two (2) components with the highest loading of 0.948 (item 16) "The layout of the advertisement is not professionally done" and the lowest loading of 0.501 (item 19) "I understand the advertisements as a source of artistic pleasure" for factor 1. For factor 2, the highest loading with the loading factor of 0.772 is item 13 "the visual used is relevant" and the lowest with the loading of 0.756 is item 12 " The visual is clear". Items which relevant" and item 17 "The visual and information is sufficient to attract customers" were edited to fit factor 1 as the items were reported to convey the same meaning. Therefore, only items in factor 1 were retained to represent the dimensions of Visual literacy with 6 items. Table 10 of Rhetorical dimensions revealed three (3) factors from the analysis. Item 23 "I am aware that different advertisements are targeted to different target audiences" with the highest loading of 0.750 and the lowest loading is item 27 "Advertisement using logos gives a direct indication of what the company does" with 0.552. The second factor displays that item 30 "I can critically assess the visual expressions of the advertisements" is the highest with the loading of 0.904 and item 29 "I can critically assess the mood of the advertisement" which has the lowest loading with 0.731. The items were sorted for factor 3 with the highest loading of 0.705 in item 25 "The advertisement evokes an emotional response" and the lowest loading of -.775 in item 47 "I have a negative emotion when I see an advertisement". From the analysis, it shows that item 30 and item 29 in factor 2 represents more of the visual dimension. Therefore, the two (2) items are more suitable to be placed in the visual dimension. As for item 24, item 25, and item 26 which represents factor 3, it could be named as a new dimension: Emotional literacy which is believed to be a new dimension, not currently listed as a dimension of advertising literacy (Malmelin 2010) .
Measuring Reliability and Validity of Instrument: The Dimensions of Advertising Literacy towards Determining the Advertising Literacy Index
From the analysis for Promotional literacy, the sorted items were displayed in Table 11 with only one factor, with the highest loading of 0.892 in item 41 "In today's information age, I understand that we are all surrounded by converged media" to the one with the lowest loading of 0.520 from factor 1 in item 35 "I can identify different forms of advertising media and commercial communications (Print media, online Media, etc.)". All the items represent the dimension accordingly and all items were retained. Table 13 shows the reliability analysis of the dimensions of advertising literacy. The acceptable reliability value of Cronbach Alpha should be more than 0.70 and the four (4) dimensions with a total number of 22 items were reliably measured in this study.
C. Normality Analysis
The result of skewness and kurtosis values were achieved and Table 14 shows to ensure the state of the distribution of data. Violation of the assumption was tested by running the descriptive statistics and the normal distributions were acceptable when the skewness and kurtosis values were in the range of +/-3 (Hair et.al 1995) . Hence, based on the table below, the data was normally distributed since the values fit the range of +/-3 for each items. CONCLUSION The objective of this study is to determine the reliability, validity and factor analysis of the dimensions of advertising literacy. Hence, the analysis involved analysing the normality of the data, the reliability of the items in order to measure the consistency
